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RENAMING OF THE GROUP
IN 2016 THE GROUP’S TOP HOLDING COMPANY,
ART & FRAGRANCE SA, CHANGED ITS NAME TO LALIQUE
GROUP SA. RENAMING THE COMPANY FOCUSES
ATTENTION ON THE MAIN BRAND IN ITS PORTFOLIO
AND MAKES IT POSSIBLE TO TAKE FULL ADVANTAGE
OF THE AWARENESS OF THE LALIQUE BRAND IN THE
INTERNATIONAL MARKET.
THE CHANGE OF NAME DOES NOT AFFECT THE
STRATEGY AND ORIENTATION OF THE GROUP’S
BUSINESS ACTIVITIES. THE BEAUTY BUSINESS
(PERFUME AND COSMETICS) IS BEING RUN UNDER
A NEW SUB-HOLDING COMPANY, ART & FRAGRANCE SA.

LALIQUE GROUP SA
ZURICH/CH
CRYSTAL DIVISION

LALIQUE SA
PARIS/FR

BEAUTY DIVISION

ART & FRAGRANCE SA
ZURICH/CH
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FOREWORD

Silvio Denz and Roger von der Weid

Ladies and Gentlemen
Our Group holding company, formerly known
as Art & Fragrance SA, has changed its name
to Lalique Group SA and has been operating
under this new identity since last year. Not
only has this allowed the greater degree of
recognition of the main Lalique brand to be
used more effectively at international level,
as we had anticipated, but it also increased
the awareness of our Group of companies
generally.
The 2016 financial year was characterised
by a challenging market environment and
increased costs due to the ongoing expansion
of our business. In addition, while a surprising

setback in a legal case in France caused us to
record an extraordinary impairment, we also
incurred negative currency effects from the
devaluation of the pound sterling following the
Brexit referendum.
Despite these various external factors that
had a negative impact on our business in
2016, we remain optimistic about our future
growth prospects thanks to our diversified
business model. In recent months we have
also broadened our investor base through
the addition of strategic shareholders with a
long-term orientation. The funds invested are
committed entirely to the Group’s growth.
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Group results
While operating revenue decreased by 2%
to EUR 123.6 million in 2016, personnel costs
increased by 9% to EUR 28.9 million and
other operational expenses rose by 3% to
EUR 30.9 million. Including the extraordinary
impairment, EBIT amounted to EUR 3.6 million
versus EUR 11.5 million in 2015, and the Group
result came in at EUR 1.0 million, compared
with EUR 8.5 million in the previous year.
Segment results
In the Lalique segment, performance across
the various business areas was uneven.
The fragrance business generated healthy
growth in most of its key markets. In the
area of hospitality and gastronomy, we are
pleased that the newly established luxury
hotel-restaurant Villa René Lalique in Wingensur-Moder exceeded revenue expectations.
By contrast, the crystal and interior design
business was particularly affected by difficult
market conditions in France and Asia. Overall
sales in the Lalique segment decreased
by 6%, while costs increased by 4% due in
particular to the extraordinary impairment,
as well as a higher depreciation allowance
related to capital expenditures and increased
operating expenses for the Villa René Lalique
restaurant. As a result, the segment recorded
an operating loss of EUR 2.5 million.
The Ultrasun segment achieved higher sales
in local currencies, but generated only a
modest overall improvement, due in part to
negative currency effects following the Brexit
referendum in the UK and higher marketing
investments in local markets.

Silvio Denz
Chairman of the Board of Directors

The other segments presented a varied picture:
Jaguar reported a double-digit sales growth,
while sales of Grès brand perfumes declined,
reflecting persistently high levels of inventory
in the USA; the other brands posted an overall
modest increase in sales in 2016.
Our perfume filling and logistics operation
Art & Fragrance Services had a successful
year as its output in units was up compared
with 2015. As a result, a new semi-automated
production line was put into operation, and
warehousing capacity will double as of July
2017 thanks to an extension of the current
logistics centre.
Outlook
Although the luxury goods industry is likely
to continue to face a challenging business
environment, we look to the future with
confidence. We achieved pleasing results in
the first quarter of 2017, and sales also look
promising in the second quarter. While the
recently announced strategic partnership
with Singapore Airlines is another promising
milestone for our Lalique brand, we do have
several interesting Lalique art projects planned.
We are also in the final phase of negotiations
to extend the perfume licensing agreements
with our partners Bentley Motors and Jaguar
Land Rover.
We wish to thank our employees for their
contribution and dedication, and our valued
shareholders, customers and business partners
for their continued trust in Lalique Group.

Roger von der Weid
Chief Executive Officer
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LALIQUE GROUP
at a glance

REVENUE BY REGION
in EUR million

EUROPE

59.4

NORTH
AMERICA

ASIA

25.4

NEAR AND
MIDDLE EAST

21.3

15.7
SOUTH
AMERICA

1.8

POINTS OF SALE

REVENUE BY BRAND
in EUR million

Lalique

700
Beauty Division

13 500

Total
revenue
in EUR million

Total
Lalique
in EUR million

Total
Jaguar Fragrances
in EUR million

123.6

80.0

16.1

Total
Ultrasun
in EUR million

Total
Parfums Grès
in EUR million

Total
other brands*
in EUR million

10.9

6.3

10.3

*P
 arfums Samouraï, Bentley Fragrances, Parfums Alain Delon,
Art & Fragrance Services, Art & Fragrance Distribution
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REVENUE BY BUSINESS
in %

4
Parfums Samouraï
6
Parfums Grès

3
Bentley
Fragrances
29
Lalique
Decorative
Items

9
Ultrasun

13
Jaguar
Fragrances

3
Lalique Hospitality

20
Lalique
Parfums

2
Lalique Art

3
Lalique Jewellery

8
Lalique
Interior Design

KEY FIGURES
Revenue
in EUR million

SHARE STATISTICS
EBIT
in EUR million

Net Group result
in EUR million

Share Information
SymbolLLQ
VALOR3381329
ISINCH0033813293

The registered
shares of Lalique
Group are listed
on the BX Berne
eXchange

123.6

3.6

1.0

Equity
in EUR million

Equity ratio
in %

Net debt
in EUR million

Earnings per share
in EUR

Equity per share
in EUR

89.3

41.5

65.0

0.39

17.97

EBIT margin
in %

Number of
employees

Share price high
in CHF

Share price low
in CHF

2.9

613

28.00

19.00

126.5 (2015)

77.6 (2015)

9.1 (2015)

11.5 (2015)

35.1 (2015)

597 (2015)

8.5 (2015)

77.7 (2015)

1.73 (2015)

23.75 (2015)

15.66 (2015)

18.00 (2015)
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OUR BUSINESS MODEL AND STRATEGY

AS A SUCCESSFUL NICHE PLAYER
IN THE LUXURY GOODS SECTOR, LALIQUE GROUP,
FORMERLY KNOWN AS ART & FRAGRANCE,
SPECIALISES IN THE CREATION, DEVELOPMENT,
MARKETING AND GLOBAL DISTRIBUTION OF
BRANDED PRODUCTS. ITS BUSINESS AREAS
COMPRISE PERFUMES, COSMETICS, CRYSTAL,
JEWELLERY, HIGH-END FURNITURE AND LIVING
ACCESSORIES, AS WELL AS ART, GASTRONOMY
AND HOSPITALITY.
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PAST TO PRESENT
The Group, based in Zurich, was founded
in 2000 by Silvio Denz and floated on the
Berne stock exchange (BX Berne eXchange)
in September 2007. In June 2016 the Group’s
holding company, Art & Fragrance SA, changed
its name to Lalique Group SA. Renaming the
Group focuses attention on the main brand in
the portfolio and allows to take full advantage
of the Lalique brand’s strong presence in the
international market.
In early 2007, Lalique Group secured its
entry into the cosmetics industry through
the acquisition of Ultrasun, a high-end Swiss
company in the suncare sector, allowing it to
diversify its brand portfolio for the first time.
In February 2008, Lalique Group acquired
Lalique SA, a company rich in tradition which
specialises in decorative crystalware, interior
decor, perfumes, jewellery and art. With
this acquisition, Lalique Group completed a
significant step in its expansion and extended
its activities into the perfume sector and the
luxury goods business. Lalique Group holds
95% of the capital of Lalique SA, while the
remaining shares are held by private investors.
In late January 2013, Lalique Group took over
a French perfume filling and logistics company.
The in-sourcing of production activities and
logistics services ensures optimum control
of this part of the value chain. Lalique Group
is holding firmly to its expansion course and
remains interested in new brands and licences,
especially in the perfume sector.
The portfolio of Lalique Group includes the
following brands:
• Lalique (brand acquired in 2008)
• Jaguar Fragrances (licence acquired in 2002)
• Parfums Grès (licence acquired in 2001;
brand acquired in 2007)
• Parfums Samouraï (licence acquired in 2000;
brand acquired in 2007)
• Bentley Fragrances (licence acquired in 2011)
• Parfums Alain Delon (licence acquired in
2000; brand acquired in 2007)
• Ultrasun (brand acquired in 2007)

A SUCCESSFUL NICHE PLAYER
Lalique Group identifies as a niche player in
an industry dominated by multinationals and
global luxury goods suppliers. The company’s
recipe for success is based on its special
expertise and the wealth of experience of its
employees and key partners in the following
areas:
• Realignment and further development
of a global luxury brand such as Lalique
• Establishment and international
consolidation of brands such as Bentley
Fragrances
• Brand building, with a particularly strong
focus on selected markets, such as the
Samouraï line of perfumes in Japan and
other Far Eastern countries
• Repositioning of brand images, for example
the modernisation of the Jaguar Fragrances
brand following acquisition of the licence
• Professional management of global brands
such as Parfums Grès
• Identification of potential and acquisition
of new brands, also for the purpose of
exploiting synergies in the perfume and
cosmetics segments, such as occurred
with Ultrasun and Lalique Parfums

THE COMPANY’S RECIPE
FOR SUCCESS IS BASED
ON ITS SPECIAL EXPERTISE
AND THE WEALTH OF
EXPERIENCE OF ITS
EMPLOYEES AND KEY
PARTNERS.

10

BUSINESS MODEL
1. LALIQUE
1.1. CRYSTAL DECORATIVE ITEMS
Unique objects thanks to a century-old
tradition and expertise
In the area of crystal products, Lalique
Group has expertise that is unique on the
international stage, passed on from generation
to generation at the Lalique production site
in Alsace. The training to become a fully
qualified “maître verrier” takes up to a decade.
Throughout the history of the company,
extending back over more than a century,
Lalique has developed unique processes
for producing elegantly decorated works of
art in crystal glass. A particular highlight is
the casting of sculptures using the lost-wax
casting process. The glassmasters of Lalique
are among the very few who are still masters
of this difficult and artistic craft. After René
Lalique’s death in 1945, production switched
from plain to crystal glass. Traditional
craftsmanship combined with innovative
design has forged the inimitable, timeless
style of Lalique products.

LALIQUE HAS DEVELOPED
UNIQUE PROCESSES FOR
PRODUCING ELEGANTLY
DECORATED WORKS OF
ART IN CRYSTAL GLASS.
Lalique is represented through over
700 points of sale worldwide.

1.2 INTERIOR DESIGN
Precision craftsmanship applied
to bold designs
Lalique offers its clients the luxury of madeto-measure objects in crystal. The creative
possibilities are endless. Lalique Maison offers
high-end furniture items and luxurious home
accessories in Art Deco style. These derive
from the company’s creative partnership with
Green & Mingarelli Design agency and from the
new collaboration with Pierre-Yves Rochon. The
exquisite lines of furniture and accessories are
manufactured in close co-operation with firstclass suppliers and manufacturers who share
Lalique’s passion for the finest craftsmanship
and superior quality. Fabric interior fittings and
entire lines of furniture are embellished with
crystal features and well-known Lalique motifs.
1.3 JEWELLERY
Between integration and outsourcing—
savoir-faire in the service of our collections
The strategy is based on customised
development processes for all product lines.
Lalique’s experience and specialisation in
crystalware combine with the sophisticated
skills of the ateliers or workshops. Lalique
ensures conformity to its quality standards
at every stage of the process. For jewellery
market penetration, Lalique relies on dealers
of high renown, department stores and its own
network of points of sale.
1.4 ART
Where art and crystal meet
Lalique Art places the expertise of Lalique
at the service of major contemporary artists,
designers with flair, and cultural foundations.
Lalique Art offers artists new inspirations
and motifs, using the interplay of light,
transparency, colour and contours.

LALIQUE ART IS CURRENTLY
COLLABORATING ON
SEVERAL MAJOR NEW
PROJECTS.
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In recent years, Lalique Art has created
outstanding crystal artworks based on
sculptures by Yves Klein (Victoire de
Samothrace and Terre Bleue) and Rembrandt
Bugatti, begun to develop a crystal
architecture collection with international
architects Zaha Hadid and Mario Botta, and
collaborated with contemporary artists of
world renown—Damien Hirst in 2015 and
Anish Kapoor in 2016.
Lalique Art is currently collaborating on several
major new projects. Lalique’s aspiration in
developing these partnerships is to become
a leading partner in the art world.
1.5 CO-BRANDING
Lalique also engages in co-branding projects in
partnership with selected brands of distinction
and leaders in their field. Co-branded items
combine the know-how and expertise of
both Lalique and its partners and are often
produced in limited editions.

WE ARE COMMITTED TO
PROFESSIONAL, EFFICIENT
PROJECT MANAGEMENT IN
ALL PRODUCT DEVELOPMENT
OPERATIONS.
2. PERFUMES
Creating value in the right place
Thanks to Art & Fragrance Services, the
Group’s world production and logistics hub
for perfumes, the company controls its entire
value chain, from creation to distribution.
The sub-holding company Art & Fragrance
operates lean structures and therefore benefits
from shorter decision-making channels than
many of its competitors.

The development lead time for new products
at Art & Fragrance generally takes four to six
months for special editions and line extensions,
and twelve to eighteen months for new product
lines. In terms of time to market, this makes the
company one of the industry leaders.
From original idea to finished product
Art & Fragrance is committed to professional,
efficient project management in its product
development operations: the teams responsible
define the brand strategy and the related
product concept, commission external
specialists to create the fragrance and the
design of the perfume bottle and packaging,
and finally decide on the advertising and
marketing material before the products are
ready for distribution. The procurement of
components takes place via leading suppliers
and manufacturers. Art & Fragrance ensures
quality control throughout the entire value
chain. International distribution is meanwhile
organised via a worldwide network of
independent distribution partners and agents.
In this way, the most effective partner for the
commercialisation of each market and brand
can be selected to ensure the greatest possible
market penetration.
3. ULTRASUN
Ultrasun keeps launching many innovations
and reformulated advanced sun protection
with in-house formula expertise and external
Swiss manufacturing support for a leadership
position in the market. High consumer
expectations are fulfilled with our new brand
appearance and formulas, driven by an
ambitious affiliate.
In its key markets, in particular the UK, Ultrasun
plays an increasingly important role both in
TV shopping (QVC), department stores and
online.
Given the increasing changes in the retail
landscape in local markets with fewer
and fewer department stores/premium
perfumeries, Ultrasun’s new focus shifts in the
majority of countries to the pharmacy channel.
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As a consequence, a new base formula for
sensitive skin has been developed and launched
in recent years, with additional, outstanding
and highly innovative formulas under
development for the years ahead. In countries
with a pharmacy focus, Ultrasun benefits from
convincing professional recommendations
through specific dermatology programmes.

ULTRASUN KEEPS
LAUNCHING INNOVATIONS
AND REFORMULATED
ADVANCED SUN PROTECTION
WITH IN-HOUSE FORMULA
EXPERTISE AND EXTERNAL
SWISS MANUFACTURING
SUPPORT FOR A LEADERSHIP
POSITION IN THE MARKET.

With very reliable outsourced production in
Switzerland and dedicated in-house formula
expertise, Ultrasun is also well-prepared to
fulfil the requirements of future “Swissness”
regulations, which already requires 60% of
value creation to be located in Switzerland.

STRATEGY
Maintenance and optimisation of existing
brand portfolio
Lalique Group constantly pursues the
optimisation and further development of
its brand portfolio. In particular, this involves
continuous brand development through
the launch of new product lines, as well
as extension of existing product ranges,
optimisation of sales channels and opening
up new markets. Art & Fragrance Services, the
production company which is headquartered
in Ury (France), implemented a new filling
line in September 2016. This line will further
increase the filling capacity in 2017. The storage
capacity will be doubled as of July 2017 thanks
to an extension of its logistics centre which
is currently under construction. Lalique Group
is well placed to achieve further growth with
broad and stable margins, especially in its
perfume business.
Expansion of brand portfolio
Lalique Group aims to secure further growth
and plans to incorporate new brands
into its portfolio in the future. Acquisition
opportunities arise from the granting of new
licences by up-and-coming brands, and as a
result of portfolio reshuffle by luxury goods
groups.
Lalique: integrating and pursuing
the strategy of growth
Lalique Group has invested substantially
in the crystal sector, resulting in higher
productivity at the Wingen-sur-Moder factory
and, crucially, in the optimisation of the supply
chain.

THE MAIN OBJECTIVE
REMAINS TO INCREASE
AWARENESS OF LALIQUE AS
A CONTEMPORARY LUXURY
AND LIFESTYLE BRAND BY
PURSUING ITS STRATEGY
OF DIVERSIFICATION
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The distribution channels have been
expanded, partly by opening proprietary
boutiques in strategic markets, but also by
increasing the numbers of partner-managed
points of sale. These may be operated
by independent franchisees or distributors,
and are an especially strong presence in
the emerging markets. Apart from this
investment and expansion, the main objective
remains to increase awareness of Lalique as
a contemporary luxury and lifestyle brand by
pursuing its strategy of diversification across
six key areas of activity: crystal decorative
items, interior design, jewellery, perfumes,
art, as well as hospitality. The co-branding
programme will also be extended to new
partnerships.

External growth by means of further
acquisitions in the luxury goods sector
Although not a priority, Lalique Group
continues to scrutinise further opportunities
to acquire luxury brands that would constitute
a good fit with the existing portfolio. Central
factors governing this process are the level
of strategic fit with existing activities and
products, as well as the potential to build up
a perfume or cosmetic brand.
Expansion of business activities
through private labelling
With private labelling, Lalique Group offers its
clients the opportunity to create customised
perfumes and cosmetics, for instance with
their own company logo. Lalique Group
develops high-quality products in a number
of price categories, ranging from customised
perfume and cosmetic creations using
standard components to luxury editions
which, upon request, can even incorporate
crystal. Lalique Group has built up the
requisite expertise for such business through
its many years of activity in the perfume,
cosmetics and crystal industries. Thanks to its
broad network of partners, it can also offer
solutions perfectly tailored to client needs and
wishes in terms of design and quality.

OUR BRANDS & ACTIVITIES
OUR PORTFOLIO REFLECTS
AND SHARES THE PASSION WE HAVE
FOR OUR PRODUCTS
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LALIQUE DECORATIVE ITEMS
An expression of timeless modernity

Lalique is a legend, symbolic of a craftsmanship that commands respect
and admiration. Over the years, Lalique has become a powerful icon for
exceptional expertise and craftsmanship, a synonym for excellence, and
a mastery of contrast between brilliant and satin-finished crystal.
It has evolved into a lifestyle, with endless creative possibilities that
have René Lalique’s artistic identity as the template. Lalique collections
are composed of creations that have become classics and others that
will undoubtedly follow suit. It is, perhaps, this timeless modernity
which is most characteristic of Lalique.

Brand Acquired

2008
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Images (left-right): 1. Bacchantes vase, Muse Collection, hand-crafted.
2. Drawn details and forms are reshaped with hand tools and diamond-tipped tools.

Every year Lalique launches two major decorative items collections:
Spring/Summer and Autumn/Winter. For the Spring/Summer 2017
collection Muses, Lalique pays tribute to feminity, a major source of
inspiration for the Maison since its beginnings. The female was both the
object and the subject of René Lalique’s masterpieces.
An ode to feminine beauty, Lalique’s craftsmanship plays with
satin-finished crystal to evoke the velvety texture of skin.

Share of Company Revenue

29%
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LALIQUE INTERIOR DESIGN
From designer decor to interior architecture

Lalique creations adorn the most beautiful interiors. These collections
of furniture, light fittings, mirrors and ornate crystal panels hold pride
of place in the most creative corners of the home. Time may pass, but
the contemporary look of the historic Lalique designs is unchanged.
Lalique Interior Design Studio satisfies clients’ demands by creating and
developing tailor-made interiors and bespoke objects.
Collections of furniture aim to reinterpret Art Deco spirit and bespoke
projects are designed to fulfil customer wishes in refined and
outstanding interior design crystal creations.

Brand Acquired

2008
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Images: 1. Château Hochberg Hotel & Restaurant, Wingen-sur-Moder.
2. Crystal bartop, Château Hochberg. 3. Lalique & Pierre-Yves Rochon, Coutard table in crystal.

Leading-edge designs and creative innovations belong quite naturally
to the appointments of private residences, restaurants, luxury hotels,
yachts and elsewhere.
Each creation is a fitting of distinction: a crystal shower panel for a villa;
formal banisters for the ballroom of a cruise liner; or an illuminated
sculpture in a starred restaurant. Lalique Interior Design Studio designed
the interior of the Château Hochberg hotel in Alsace, France.

Share of Company Revenue

8%
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LALIQUE JEWELLERY
Jewellery blossoming into new life

In 2016, Lalique Jewellery continued its development with two new
launches: a Fine Jewellery collection which pays tribute to Diaghilev’s
Ballets Russes, Vertiges, and the second year of collaboration with the
Opéra National de Paris featuring two collections, L’Oiseau de Feu
and Le Baiser.
Lalique's Fine Jewellery collection, Vertiges, is compelling. It is
composed of three sets: L’Oiseau Tonnerre, L’Oiseau Moqueur and
L’Oiseau de Feu. Common to all three designs are the Art Deco style and
the material mix, which is the true hallmark
of Lalique jewellery.

Brand Acquired

2008
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Images: 1. Thunderbird Bracelet, fine jewellery Collection Vertige.
2. Firebird necklace, Lalique and Paris Opera Collection.

L’Oiseau de Feu was developed with the Opéra National de Paris,
inspired by the sets and costumes of Diaghilev’s Firebird, a ballet that
captivated René Lalique who produced a luminous table centrepiece
in glass in 1922. Lalique and the Opéra National de Paris have also
created a second collection of Costume Jewellery, Le Baiser.
These creations are inspired by a brooch of that name which René
Lalique made in 1904. As a romantic symbol portraying love,
Le Baiser is depicted in a motif of clear crystal in a collection of seven
jewellery items in silver and vermeil.
With this collection, Lalique continues to give fresh impetus
to its jewellery creations and bring iconic designs up to date.

Share of Company Revenue

3%
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LALIQUE ART
Where art and crystal meet

Lalique Art offers the century-old expertise of Lalique to renowned
artists worldwide, art foundations and outstanding designers. The
objective is to enter into partnerships to create unique and extraordinary
works. Thanks to Lalique’s unrivalled know-how in crystal making,
in particular the lost-wax casting technique, Lalique Art is able to
offer artists new inspirations and motifs, using the interplay of light,
transparency, colour and contours. This extraordinary meeting of art and
crystal is giving rise to new forms of artwork.
Lalique Art has collaborated with Yves Klein Archives, Rembrandt
Bugatti, George Lam, Zaha Hadid, Mario Botta, Damien Hirst, Anish
Kapoor and most recently Terry Rodgers.

Brand Acquired

2008
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Images: 1. Terry Rodgers in his studio, modelling the figures in plasticine.
2. Anish Kapoor—Untitled, 2016, Marble and Lalique crystal.
3. Collaboration Damien Hirst and Lalique—Truth, 2017, Memento Mori Collection, crystal.

In 2016, the focus was on Lalique Art’s Crystal Architecture collection,
with two major collaborations: the Géo vase created with Mario Botta,
and the Fontana bowl, the last piece developed with Zaha Hadid.
2016 was also the year of Art Fairs, with an exceptional original artwork
by Anish Kapoor in marble and Lalique crystal exhibited at Art Basel
and FIAC Paris.
And, in January 2017, Lalique Art introduced Sirènes by artist Terry
Rodgers, a contemporary reinterpretation of the legendary Bacchantes
vase, created by René Lalique in 1927.
The year 2017 will also be marked by the continuation of the
collaboration with Damien Hirst. Once more, the artist has placed his
faith in Lalique’s expertise to create an outstanding series of sculptures:
Memento Mori— meaning “remember that you must die” in Latin.

Share of Company Revenue

2%
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VILLA RENE LALIQUE
The creative, eclectic world of René Lalique

Villa René Lalique in Alsace, France, opened its doors on 18 September
2015. The Villa, built by René Lalique in 1920, has been transformed
into a sumptuous hotel with six exclusive suites and a restaurant,
which was awarded two Michelin stars within three months of opening.
The refurbishment and decor were commissioned from interior
designers Lady Tina Green and Pietro Mingarelli, authors of the
"Lalique Maison" furniture and decorative accessories collection,
created in 2011 and inspired by Art Deco and original
René Lalique motifs.

Property Opened

2015
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Images: The setting and décor of the Villa René Lalique in Wingen-sur-Moder invites guests
to treat themselves to an exceptional dining experience.

Chef Jean-Georges Klein, who gained three Michelin stars
at the celebrated establishment he previously ran, heads a team of
fifteen, creating an array of gastronomic delights. Romain Iltis, the
Villa’s sommelier of distinction from Alsace, named "Meilleur Ouvrier de
France" in 2015 and "Meilleur Sommelier de France" in 2012, is in charge
of the exceptional cellar — one of Europe’s finest —with over 60,000
bottles in stock.
The restaurant extension was built by the internationally
renowned Swiss architect Mario Botta.
Villa René Lalique is a member of the prestigious
Relais & Châteaux collection.

Share of Company Revenue

3%
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LALIQUE PARFUMS
The essence of the Lalique lifestyle

The history of the Lalique brand and that of perfume are closely intertwined,
Lalique having played a pioneering role in the development of the modern
perfume industry by supplying elegant glass flacons to the most renown brands
at the time (François Coty, Molinard, Roger & Gallet etc.).
In 1992, the House of Lalique launched its first perfume, Lalique de Lalique,
initiating a line of top-of-the-range feminine and masculine fragrances
which have two things in common: distinctive scents composed of the very best
raw materials, and unique flacons inspired by the work of René Lalique.
In late 2012, Lalique introduced Voyage de Parfumeur, a home fragrance range
comprising scented candles and diffusers, which combine the arts of perfumery
and interior decor.

Brand Acquired

2008

OF A FREE SPIRIT
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Images: 1. Lalique Crystal Flacon Collection 2018, Limited Edition.
2. + 3. Lalique L’Insoumis, advertising campaign.

In 2016, Lalique launched Rêve d’Infini, lalique.com
a feminine sparkling
and sensual fragrance taking its inspiration from the infinity motif of
the Ardente Jewellery collection. Lalique’s fragrances portfolio has
also been complemented by a new masculine fragrance: L’Insoumis.
A blend of aromatic freshness dedicated to a modern-day adventurer
who doesn’t follow trends but creates them—like René Lalique,
who broke free from convention to revolutionise the arts of jewellery,
glass-making and perfumery.
Each year Lalique launches a signed and numbered edition of collector’s
crystal flacons. Frequently figurative, the flacons are the glassmakers’
chance to excel in creating and finishing curves and sculpted details. The
inspiration for the precious crystal bottle of the 2018 Limited Edition is
the serpent.

Share of Company Revenue

20%
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JAGUAR FRAGRANCES
The boldness and flair of a signature fragrance

Jaguar—a name guaranteed to fire the imagination of car enthusiasts—
is the epitome of power combined with outstanding design.
Jaguar Fragrances, proudly positioned as a prestige brand, stylishly symbolises
the Jaguar attributes of style, performance and modernity. The perfumes draw
on the DNA of the Jaguar aesthetic and its iconic heritage. The brand has gained
international fame through its founding principles of sporting verve, passion,
tradition and quality.

Licence Acquired

2002
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Images: 1. Jaguar Chromite, product shot. 2. Advertising campaign.

The first fragrance under the licence was launched in 2002—Jaguar
Classic —a fragrance that has become a timeless masterpiece. However,
like the great classics, each of the new fragrances under the label also
has an enchanting spell of its own to cast, striking new and unique notes
of vivacious elegance.
They are a constant source of surprise and inspiration, combining
powerful character and proud dynamism. Jaguar Classic Chromite,
revealed in Spring 2017 is no exception. Scent, sight, touch … Rough yet
sophisticated, matching a uniquely potent trail with a boldly original
presentation, Jaguar Classic Chromite is designed to excite the senses
and inspired by the rough, glinting surface of asphalt. Evoking stone and
tarmac, this striking texture contrasts with the smooth gunmetal polish
of the cap and frame, the Jaguar Classic Chromite bottle
was designed to leave an enduring impression.

Share of Company Revenue

13%
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ULTRASUN

Since it was established in 1992, the Swiss sunscreen brand Ultrasun
has concentrated on especially skin-friendly formulations — as far as possible free
of controversial ingredients and at the same time very quickly absorbed — for the
normal-skin range as well as for sensitive-skin products.
Ultrasun keeps launching innovations and reformulated advanced sun protection
with in-house formulation expertise and external Swiss manufacturing support,
enabling the brand to build a leadership position in the market.

Brand Acquired

2007
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Images: 1. Ultrasun, advertising campaign.
2. Ultrasun, Face protection for sensitive skin.

In 2016, the all-new Sensitive Skin formula and new packaging attracted
dermatologists’ attention. This led to expert recommendations
as well as strong consumer demand in key markets.
Towards the end of 2016 several new international key distributorships
were established after an intensive period of in-depth evaluation; new
and also first-time distribution contracts were signed for China, Japan,
UAE, Tunisia/Maghreb, and other markets with a need for all-yearround UV protection. The development of other new base formulas — in
addition to the Sensitive Skin line — was initiated in 2016. These have
been successfully tested and await market launch in early 2018.
As a skin-friendly brand with an even stronger focus on delivering
UV protection, Ultrasun is ready to grow on an international basis
in a highly competitive market.

Share of Company Revenue

9%

32

PARFUMS GRÈS
A present-day take on Parisian chic

Parfums Grès fragrances made history from their inception and have been
leading the way in perfumery ever since. First was Cabochard,
with a seductive chypre accord and bold name meaning stubborn.
Since its market debut in 1959, it has acquired cult status.
Cabotine, a floral bouquet launched in 1990, retains a strong following
among young women to this day.
Its success is surely due to its character, combining romance
and pertness, and the stylised flowers of its design.

Brand Acquired

2007
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Images: 1. Pièce Unique, product shot. 2. Advertising campaign.

In 2014, Grès embarked on a new chapter in its innovative history
with the Lumière Collection. The line, which contains three fragrances,
pays tribute to the eponymous city of Paris.
In 2015, Parfums Grès went on to complete its exciting reinvention.
After L’Heritage (Cabochard, Cabotine) and Les Conceptuels (Collection
Lumière), the brand launched Pièce Unique, a fragrance highlighting
the couture facets of Grès. Pièce Unique draws its inspiration from
Madame Grès’ profoundly artistic approach to fashion: her quest for
the ultimate, ideal dress made up of a single piece of fabric, which would
become as singular as its wearer. A work of art. A Pièce Unique.

Share of Company Revenue

6%
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PARFUMS SAMOURAÏ
Where tradition and modernity meet

The name means “servant” or “companion” and explains the role
of the Samurai as Japan’s warrior caste in the preindustrial age.
Men of outstanding courage and honesty, they were always at pains
to perfect their mastery of the martial arts.
Samouraï perfumes are particularly popular in Japan due to their association
with the country’s noble warrior class. Younger buyers in particular identify
strongly with the heroic legends of their ancestors, which millions of followers
still celebrate every year.

Brand Acquired

2007
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Images: 1. Samouraï Aquacruise for men, advertising campaign.
2. Samouraï Aqua Aster for women, advertising campaign.

Launched in the 1990s, Samouraï perfumes have earned a place among
the best-selling fragrances in Japan and as part of an ongoing brand
promotion; various flankers and line extensions are added annually
to keep abreast of the times.
Positioned between power and wisdom, energy and spirituality,
Parfums Samouraï renders homage to a proud tradition. The brand
is constantly monitored in Japan, leading to new additions to the line
and its accessories each year. This ensures the range is always
attuned to new trends.

Share of Company Revenue

4%
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BENTLEY FRAGRANCES
A modern expression of luxury

Bentley has been a byword for luxury since 1919. Second to none in
the luxury bracket, Bentley Motors boasts superior performance and
unique, bespoke looks. Unrivalled expertise is the key to their success.
The epitome of tradition and of a way of life, Bentley embodies a strong
value set which transposes successfully into the world of perfume.
Scrupulous attention to detail, design modelled on the iconic lines
of the cars, and luxury finishing touches are the precepts
which guide the creation of Bentley perfumes.

Licence Acquired

2011
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Images: 1.+2. Bentley Momentum, advertising campaign.

Bentley Fragrances has taken a step forward with a bold new scent:
Bentley Momentum. Joining Bentley for Men and Bentley Infinite,
the luxury brand’s third pillar matches an assertive, bracingly
masculine fragrance with a sleek, modern presentation.
A bold new fragrance for an urban trendsetter. From New York
and Shanghai to London and Dubai, whether he’s travelling around
the world or taking in the magical vista of an urban landscape, this urban
trendsetter knows how to turn each instant of his journey into
an exceptional moment. Always going further, on the road and in life.
Vibrant and highly contrasted, his fragrance reflects his vision and
expresses his every facet. Its very name, Bentley Momentum, celebrates
his force, speed and impetus—his momentum—but also the intensity
of each moment he experiences. Always pushing himself forward.
Looking beyond daily reality… Stepping into the extraordinary.

Share of Company Revenue

3%
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PARFUMS ALAIN DELON
Celebrating an icon of seduction

The range consists of six perfumes, four for men and two for women.
The four men’s eau de toilette versions are imbued with the charisma
and charm that made Alain Delon so special. Characteristics such
as these made him world famous as an icon of seduction.
Seducteur and Seducteur Rebel are tributes to the magnetic charm
of the man who seduced some of the world’s most beautiful women.
They also allude to his fiery temper. Both fragrances belong
to the aromatic wood family.

Licence Acquired

2007
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Images: 1. Champion, product shot. 2. Parfums Alain Delon, mood shot.

Seducteur’s spicy notes make it a sophisticated classic,
while Seducteur Rebel unfolds the fresh, fruity notes of a truly
modern perfume. Champion and Champion Aqua evoke Delon’s passion
for sport and thrill-seeking, from racing cars to boats.
The two fragrances play on a fern note.
Champion releases an aquatic, musky note, while Champion Aqua
is aromatic and sensual with the same scent of fern. The two perfumes
for women evoke Delon’s idyllic days in Saint-Tropez, Paris and
elsewhere. The fruity, floral fragrance of Rendez-Vous à Saint-Tropez
is reminiscent of carefree summer days.
Paris, city of love, provides the backdrop for Rendez-Vous sur
la Seine. This perfume, with its floral and oriental notes, is inspired
by the passionate love affair between Alain Delon and Romy Schneider.

Brand Relaunch

2015
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LALIQUE FACTORY
René Lalique chose to locate his factory in Wingen-sur-Moder, Alsace, because
the region was famous for its glassmaking tradition and well-forested at a time when
wood-fired ovens were used. Since 1945, the Lalique factory has only manufactured
crystalware, making the shift from glass to crystal on the initiative of Marc Lalique,
René’s son. As defined by French standards, crystal is glass containing at least 24% lead
oxide, the component that gives crystal its weight, brilliance and ringing sound.
Set in a protected natural park, the Lalique factory must comply with strict
environmental protection regulations. By implementing major improvements in recent
years, it has reduced its environmental impact to nearly zero.
Since the acquisition of Lalique in 2008, nearly 20 million euros have been invested
in overhauling the factory and optimising processes. Today, the factory has a useful
floor area of 20,000 m². While the workshops have indeed been modernised,
Lalique’s inimitable artistic style continues to require substantial hand-crafting by
talented master artisans.
Lalique makes sure master craftsmen are in-house at all times, especially those that
have won the highly competitive Meilleur Ouvrier de France (Best Craftsmen in France)
title, awarded in a prestigious contest held every four years. Today, seven Lalique
artisans belong to this elite.
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Images: 1. The right amount of molten crystal must be taken up by the “cueilleur” (the “picker”)
with a long cane. 2. The pieces can be enhanced by applying enamel, gold or platinum.

REMARKABLE CRAFTSMANSHIP
The production process starts with mould making, a fundamental skill at the factory.
Next, the master glassmakers in the hot glass workshops bring molten crystal — a modern
electric furnace is also available — to extremely high temperatures (1400°C) before
gathering and shaping it by means of various techniques. Sometimes, a work of art or
large piece is cast using the lost-wax technique employed by René Lalique until 1930,
which relies on single-use plaster instead of a cast-iron mould. At Lalique, retouching,
sculpting and chiselling are executed with painstaking care to achieve consummate
perfection, whereupon the pieces are sandblasted, polished and satin-finished.
Pieces are repeatedly inspected to verify that they meet house quality standards. Finally,
the Lalique signature is applied by hand to certify their authenticity and quality.

Number of employees

230

Crafted items produced in different colours and sizes every year

500 000

Best Craftsmen in France

7 Lalique artisans belong
to this elite
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ART & FRAGRANCE SERVICES
The production company Art & Fragrance Services, which is headquartered
in Ury (France) is a full service provider, engaged in perfume preparation, filling and
packing. It also provides related logistics services such as warehousing of components
and end-products, and dispatch of the finished goods worldwide. The investment
in a new filling line, which was implemented in September 2016, will further increase
the filling capacity in 2017.
The introduction of an enterprise resource planning system (SAP) has been
implemented. The new system was successfully put into operation at the beginning
of January 2016. The ISO 27716 certification (Cosmetic Good Manufacturing Practices)
has been extended. The storage capacity will be doubled thanks to an extension of
its logistics centre which is currently under construction. The new facility will increase
storage capacity by 6,000 pallets with effect from July 2017.
After commissioning the expanded warehouse, we will increasingly work for third parties.
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Images: The production plant is a full service provider, engaged in perfume preparation, filling and packaging.

Number of employees

100

Perfume production capacity per year

10 000 000 units

Warehouse capacity in pallets

13 000

Number of production lines

5

one automated line/three semi-automated lines

Maceration capacity in litres

90 000

tanks with a capacity of 100 to 5 000 litres
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CORPORATE GOVERNANCE

PRINCIPLES
Lalique Group undertakes to comply with
the principles of good corporate governance
and follows the requirements of the BX Berne
exchange concerning information on corporate
governance. It also voluntarily aligns itself
with the relevant standards of the SIX Swiss
Exchange.

PARENT COMPANY AND SHAREHOLDERS
Parent company
Lalique Group SA, registered in Zurich,
Switzerland, is the parent company of Lalique
Group. The shares of Lalique Group SA (stock
exchange symbol: LLQ; formerly ARTN) have
been listed since 19 September 2007 and are
traded on the BX Berne eXchange.
Shareholders
As at 31 December 2016, a total of 436
shareholders (previous year: 346) were
entered in the share register.
Shareholders

Shares
Shares
31.12.2016 31.12.2015

Board of Directors and
Executive Board

see major
share3 933 300 4 407 800
holders

Other shareholders

779 098

466 423

Non-registered shares

257 402

80 377

30 200

45 400

Treasury shares
Total

Remarks

Changes in capital
In 2016 there were no alterations in
the capital at Group level.
Conditional capital
There is conditional capital of CHF 50,000
for an employee incentive plan.
Restrictions on transferability
• The transferability of the shares of Lalique
Group is not subject to any restrictions
in principle.
• Owners of shares are entered in a share
register. The company must be notified
of any changes.
• The persons entered in the share register
are deemed to be the shareholders
in relation to the company.
• Entry in the share register requires that
proof be provided of acquisition of the
shares.
• After hearing the case put by the person
concerned, the company may cancel any
relevant entry in the share register that
was made on the basis of false information.
Compensation, participations and loans
Compensation is listed in the Notes to the
parent company financial statements.

5 000 000 5 000 000

Ownership of share capital as at
31 December 2016 (2015)

3 775 000 4 250 000

Corporate body

Major shareholders
Silvio Denz
Hansjoerg Wyss

181 819

–

Executive Board

CAPITAL STRUCTURE
Ordinary share capital
As of 31 December 2016, the share capital
amounted to CHF 1 million (31 December 2015:
CHF 1 million) and consisted of 5,000,000
registered shares with a nominal value of
CHF 0.20 each (31 December 2015: 5,000,000
registered shares with a nominal value of
CHF 0.20 each). All registered shares issued are
fully paid up and bear equal rights in all regards.

Number

Board of Directors

1

1

3 932 000 (4 407 000)
1 300 (800)

Excl. Roger von der Weid and Claudio Denz, who are
listed under “Board of Directors”.

Shareholder loans
As at the end of 2016, there were two
loans granted to the company by the main
shareholder, one of CHF 6 million and one
of CHF 20 million. The CHF 20 million loan is
subordinate to a bank loan of Lalique Group SA.
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Management transactions
“Management transactions” are transactions
carried out by members of the Board of
Directors and of the Executive Board. The
following management transactions were
carried out in 2016.

Auditors
The General Meeting of Shareholders elects
the auditor for a period of one year. In 2016,
Ernst & Young AG, Zurich, was elected as
statutory auditor. The auditor in charge was
Alessandro Miolo, a Swiss certified accountant.

Type of
Transaction

Information policy
Lalique Group undertakes to pursue an open,
transparent and consistent information policy,
publishing semi-annual and annual results in
compliance with the requirements of the BX
Berne eXchange. In addition to the detailed
information published at the General Meeting
of Shareholders, the company also provides
information about significant and material
events, which is archived on the company
website at www.lalique-group.com. The CEO
is responsible for communication with
investors. The official publication medium
of Lalique Group is the Swiss Official Gazette
of Commerce (SHAB).

Number of
Number of
persons transactions Value in CHF

Purchase

2

2

68 875

Sale

1

6

10 500 070

Business transactions with related parties
All transactions with related parties and
companies are based on arm’s-length contracts
at market conditions. Business relations with
related parties are detailed in the consolidated
accounts of the annex in note 27.
Shareholder participation
All shareholders entered in the share
register with voting rights are entitled to
attend and vote at the General Meeting of
Shareholders. Each registered share entitles
the holder to one vote. No restrictions on
voting rights exist. Shareholders may arrange
to be represented at the General Meeting
of Shareholders by a person authorised in
writing, by the management representative,
by the independent proxy or by a portfolio
representative by means of a written power of
attorney. No legal quorum exists. Invitations to
the General Meeting of Shareholders are issued
in writing at least 20 days in advance together
with an announcement in the company’s
official publication medium, the Swiss Official
Gazette of Commerce (Schweizerisches
Handelsamtsblatt, SHAB). For organisational
reasons, only those shareholders entered in
the share register on the day before invitations
are sent may attend the General Meeting of
Shareholders. Shareholders are entitled to
receive dividends and to lay claim to the rights
stipulated in the Swiss Code of Obligations.
Change of control and defensive measures
The articles of incorporation of Lalique Group
SA contain neither an opting-out nor an
opting-up clause. No change of control clauses
with members of the Board of Directors, of the
Executive Board or senior management exist.

Board of Directors
All members of the Board of Directors
were re-elected at the General Meeting
of Shareholders on 24 June 2016.
Term of office
The term of office of each member
of the Board of Directors is one year.
Dual functions
The Board of Directors takes the view that the
current dual functions of Roger von der Weid
as CEO and Executive Director and Claudio
Denz as Creative Director & Head of Digital
and member of the Board of Directors are
to the benefit of Lalique Group, facilitating
efficient leadership and an excellent flow of
information between shareholders, the Board
of Directors and the Executive Board.
Renumeration Committee
Silvio Denz and Roger von der Weid.
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LEGAL GROUP STRUCTURE

LALIQUE GROUP SA
ZURICH/CH

LALIQUE
SUISSE SA
ZURICH/CH
100 %

LALIQUE
MAISON SA
ZURICH/CH
100 %

LALIQUE
ART SA
ZURICH/CH
100 %

LALIQUE SA
PARIS/FR
95 %

LALIQUE
NORTH
AMERICA INC.
EAST
RUTHERFORD/US
100 %

LALIQUE LTD.
LONDON/UK
100 %

LALIQUE
ASIA LTD.
HONG KONG
65 %

LALIQUE
CRYSTAL
SINGAPORE
PTE LTD.
SINGAPORE
100 %

LALIQUE
GMBH
FRANKFURT/
DE
100 %

VILLA RENÉ
LALIQUE SAS
WINGEN-SURMODER/FR
100 %

LALIQUE
CHINA LTD.
HONG KONG
100 %

LALIQUE SHANGHAI
LTD.
SHANGHAI/CN
100 %

Working method of the Board of Directors
Pursuant to the articles of incorporation the
Board of Directors meets at least four times
a year and as often as business requires.
In 2016, the Board of Directors held five
meetings (2015: four). Where required, the
Board of Directors calls in external specialists
for the treatment of specific themes. The
responsibilities of the Board of Directors

concern the strategic management of the
company, supervision of the Executive Board
and financial control. The Board of Directors
examines the company’s objectives and
identifies opportunities and risks. It also
appoints the members of the Executive
Board. Its rights and obligations, authorities
and responsibilities are laid down in the
organisational regulations. The Board of

49

ART &
FRAGRANCE SA
ZURICH/CH
100 %

LALIQUE
PARFUMS SA
ZURICH/CH
100 %

PARFUMS
GRÈS SA
ZURICH/CH
100 %

A&F
MANAGEMENT
SA
ZURICH/CH
100 %

BENTLEY
FRAGRANCES
SA
ZURICH/CH
100 %

ART &
FRAGRANCE
SERVICES
SASU
URY/FR
100 %

SCI DU MONT
À GRILLON
URY/FR
100 %

JAGUAR
FRAGRANCES
SA
ZURICH/CH
100 %

ART &
FRAGRANCE
DISTRIBUTION
SA
ZURICH/CH
100 %

PARFUMS
SAMOURAÏ SA
ZURICH/CH
100 %

ART &
FRAGRANCE
DISTRIBUTION
SÀRL
URY/FR
100 %

PARFUMS
ALAIN
DELON SA
ZURICH/CH
100 %

Directors constitutes a quorum if at least half
of its members are present. A decision must
be supported by the majority of the votes cast
in order to be valid. In the event of a parity of
votes, the Chairman of the Board of Directors
has the casting vote.

ULTRASUN
AG
ZURICH/CH
100 %

ULTRASUN
(UK) LTD.
REIGATE/UK
100 %

Executive Boards
The Executive Boards of the beauty segment
on one hand, and Lalique on the other, are
responsible for the operational management
of the business. Their rights and obligations,
authorities and responsibilities are laid down
in the organisational regulations.
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BOARD OF DIRECTORS AND EXECUTIVE BOARD

Silvio Denz

Roland Weber

Marc Roesti

Claudio Denz

Roger Von Der Weid
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SILVIO DENZ
Chairman of the Board of Directors
Educated in Finance. Various positions
held in Switzerland and abroad. Developed
and managed Alrodo AG. Sold it in 2000
to Marionnaud, after which he founded
Lalique Group SA, formerly known as Art &
Fragrance SA. Investments in vineyards and
real estate. Active in international art trading.
Resident in England since 2002. Other board
memberships: Lalique SA, Paris; Lalique
Limited, London; Lalique Asia Limited, Hong
Kong; Ciron SA, Zurich; Art & Terroir SA,
Zurich. Born in 1956, dual Swiss and Italian
citizenship, Chairman of the Board of Directors
from 2000 to 2005 and from 2007 till today;
occupation: entrepreneur.

CLAUDIO DENZ
Member of the Board of Directors
and of the Executive Board
Creative Director & Head of Digital
Commercial diploma; joined the Group in
2009; worked in a variety of positions in the
fields of brand management, marketing, and
online commerce. Assignments at Lalique
North America, Lalique SA in Paris as well as
at Lalique Ltd in London. Born 1988, dual Swiss
and Italian citizenship, member of the Board
of Directors since the 2011 General Meeting
of Shareholders. Other board memberships:
Ermitage Estate AG, Zurich; Madox Group AG,
Zurich; Denz Weine AG, Zurich. Occupation:
Creative Director since January 2013 and Head
of Digital since January 2015.

ROLAND WEBER
Vice-Chairman of the Board of Directors
Master of Business Administration from the
University of St. Gallen (HSG). Management
responsibility at Jaguar Cars Switzerland and
Yves Saint Laurent Switzerland and Austria.
CEO and Executive Director of Alrodo.
Later director of Retail Factory SA, Cham.
Resident in Dubai since 2007. Other board
memberships: Schneider Feldmann AG,
patent and brand attorneys, Cham. Born 1957,
Swiss, member of the Board of Directors since
the 2003 General Meeting of Shareholders;
Chairman from 2005 until the Extraordinary
General Meeting of Shareholders on 21 May
2007, since then Vice-Chairman; occupation:
entrepreneur.

ROGER VON DER WEID
Delegate of the Board of Directors
and Member of the Executive Board/Chief
Executive Officer
Trained as an attorney at law; Master of Laws
from Duke University School of Law, North
Carolina (USA); Swiss Certified Tax Expert;
Executive Master of Corporate Finance. Lawyer
and tax consultant. Managing Director of a
trust company. Board memberships: Lalique
SA, Paris; Lalique Asia Limited, Hong Kong;
Art & Fragrance SA, Zurich; Lalique North
America, USA; Lalique China, China; Lalique
(UK) Limited, London; Art & Terroir SA, Zurich;
Ultrasun AG, Zurich; Ciron SA, Zurich; Madura
Holding APS, Denmark; as well as other Group
companies. Born 1970, Swiss, member of the
Board of Directors since the 2006 General
Meeting of Shareholders; occupation: CEO of
Lalique Group SA since January 2006.

MARC ROESTI
Member of the Board of Directors
Studied business administration in Cambridge
and Sheffield, UK. Management roles in Sales
& Marketing in the perfume industry. CEO at
Takasago. Founded Mont-Blanc Resourcing
in 1999 and since then consultant on perfumes
and cosmetics. Other board membership:
Lalique SA, Paris. Born 1946, Swiss, member
of the Board of Directors since the 2008
General Meeting of Shareholders; occupation:
owner and founder of Mont-Blanc Resourcing,
a consultancy firm for the creation and
development of perfumes and cosmetics.
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BOARD OF DIRECTORS AND EXECUTIVE BOARD

OPERATIONAL STRUCTURE
BOARD OF DIRECTORS ART & FRAGRANCE
Silvio Denz, Chairman; Roland Weber, Vice Chairman;
Marc Roesti, Member; Claudio Denz, Member; Roger von der Weid,
Delegate and Executive Director

AUDITORS
Ernst &Young AG

GROUP CEO
Roger von der Weid

GROUP CFO*
Alexis Rubinstein

LALIQUE
Executive Board
SILVIO DENZ
Chairman of the Board of Directors & CEO

ROGER VON DER WEID
Managing Director

CLAUDIO DENZ
Creative Director/
Head of Digital

Management

ALEXIA
ASHWORTH
Head of
Marketing

JEAN
CHRISTOPHE
CAREL
Head of
Decoration

*effective from June 1 2017

JEAN
BAPTISTE
DE JAHAM
Head of Sales

PASCAL
GRUSSI

Head of
Human
Resources

ALEXIS
RUBINSTEIN
CFO

CERISE
GUISEZ

Head of
Communication
& PR

MARC
LARMINAUX
Artistic
Director
and Head of
Design Studio
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BEAUTY DIVISION

Executive Board
ROGER VON DER WEID
CEO

CLAUDIO DENZ
Creative Director/
Head of Digital

DAVID RIOS
COO Fragrance Division

ULRICH HÜRLIMANN
CFO

BENEDIKT IRNIGER
Head of Suncare

ROSEMARIE ABELS
Head of Procurement
& Production

MARIE-LAURE JOLY
Head of Marketing

THOMAS
LEUTENEGGER
Head of Sales & Export

ADELINE
LUNATI
Head of Interior
Design Studio

DENIS
MANDRY
Head of
Production

FRANCIS
MASSOTTE
Head of Supply
Chain

FRANÇOIS
MIGNON
Head of
Procurement

ESTHER FUCHS
Communication & PR

AUDREY
WISNIA
Head of
Art Projects
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CONSOLIDATED INCOME STATEMENT

IN EUR THOUSANDS

Net revenue from sales of goods and services
Other operating income

2016

121 234

201 5

122 931

2 336

3 571

Operating revenue

123 570

126 502

Material costs, licences and third-party services

–53 229

–52 027

70 341

74 475

Salaries and wages

–28 862

–26 532

Other operating expenses

–30 927

–30 056

EBITDA

10 552

17 887

Depreciation and amortisation / impairment

–6 983

–6 392

3 569

11 495

Gross result

EBIT
Financial income
Financial expenses
Group profit before taxes
Income taxes
NET GROUP PROFIT

3 094

3 668

–4 731

–5 523

1 932

9 640

–894

–1 153

1 038

8 487

of which attributable to:
Non-controlling interests
Owners of the parent company
Earnings per share basic/diluted (in EUR)

–903

–166

1 941

8 653

0.39

1.73
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CONSOLIDATED STATEMENT
OF COMPREHENSIVE INCOME
IN EUR THOUSANDS

2016

201 5

NET GROUP PROFIT

1 038

8 487

Exchange differences

72

2 521

Items that can be reclassified subsequently
to the income statement, net of tax

72

2 521

402

–434

Remeasurements of pension plans
Tax on remeasurements of pension plans
Items that cannot be reclassified subsequently
to the income statement, net of tax
Other comprehensive income, net of tax
CONSOLIDATED COMPREHENSIVE INCOME

–100

109

302

–325

374

2 196

1 412

10 683

of which attributable to:
Non-controlling interests
Owners of the parent company

–932

–124

2 344

10 807
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CONSOLIDATED BALANCE SHEET
ASSETS
IN EUR THOUSANDS

31.1 2.2016

31.1 2.201 5

Cash and cash equivalents

12 704

13 937

Trade accounts receivable

18 134

20 296

Inventories

60 942

61 032

Other receivables

6 942

9 518

Total current assets

98 722

104 783

Property, plant and equipment

42 596

42 314

Intangible assets

64 548

64 529

Other non-current assets

5 113

5 119

Deferred tax assets

4 320

4 577

Total non-current assets

116 577

116 539

TOTAL ASSETS

215 299

221 322

LIABILITIES AND EQUITY
IN EUR THOUSANDS

31.1 2.2016

Bank liabilities

34 281

47 452

Trade accounts payable

14 314

14 561

Income tax liabilities

31.1 2.201 5

887

873

Other current liabilities

14 956

15 761

Total current liabilities

64 438

78 647

–

867

Other deferred liabilities
Provisions
Non-current financial liabilities
Defined benefit obligation

368

400

34 081

35 966

4 976

4 767

Deferred tax liabilities

20 370

20 393

Total non-current liabilities

59 795

62 393

124 233

141 040

Total liabilities
Share capital

816

816

Capital reserves

17 129

7 782

Retained earnings/other reserves

71 379

69 010

Total equity before non-controlling interests

89 324

77 608

Non-controlling interests
Total equity
TOTAL LIABILITIES AND EQUITY

1 742

2 674

91 066

80 282

215 299

221 322
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CONSOLIDATED CASH FLOW STATEMENT

IN EUR THOUSANDS

2016

201 5

Group profit before taxes

1 932

9 640

Depreciation and amortisation/impairment

6 983

6 392

Change in defined benefit obligation

407

580

Change in provisions

–28

–280

Financial expenses
Financial income
Other non-cash income/expenditure
Cash flow from operations before change
in net current assets
Decrease (+)/increase (–) in trade accounts receivable
Decrease (+)/increase (–) in inventories
Decrease (+)/increase (–) in other receivables

4 731

5 523

–3 094

–3 668

–40

440

10 891

18 627

2 411

–7 519

334

1 525

2 229

–165

–382

–1 772

Increase (+)/decrease (–) in other current liabilities

–1 023

–4 231

Interest paid

–1 271

–910

Tax paid

–1 102

–1 391

Increase (+)/decrease (–) in trade accounts payable

Interest received
Cash flow from business operations
Investments in subsidiaries net of cash and cash equivalents
Investments in property, plant and equipment
Sale of property, plant and equipment
Investments in intangible assets
Cash flow from investments
Capital reserves
Reduction in shareholder loans
Purchase of treasury shares
Sale of treasury shares
Increase (+)/decrease (–) in other non–current liabilities
Dividend payment to non-controlling shareholders
Cash flow from financing activities

–

21

12 087

4 185

–

–106

–5 858

–14 948

–

–132

–694

–1 097

–6 552

–16 283

9 347

–

–1 835

–1 873

–111

–807

455

–

–550

705

–319

–

6 987

–1 975

Exchange differences on cash and cash equivalents

–584

–639

DECREASE / INCREASE IN NET CASH AND CASH
EQUIVALENTS

11 938

–14 712

Balance of net cash and cash equivalents as at 01. 01.

–33 515

–18 803

Balance of net cash and cash equivalents as at 31. 12.

–21 577

–33 515
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SEGMENT REPORTING FOR THE
FINANCIAL YEAR 2016
The table below contains information on the revenues and results, and the assets and liabilities
of the Group’s business segments.
LALIQUE

ULTRASUN

JAGUAR

GRÈS

OTHER
BRANDS1

79 956

10 929

16 100

6 339

10 317

1 082

–17

–45

179

5 384

Total operating revenue

81 038

10 912

16 055

6 518

15 701

EBIT

–2 539

1 236

2 774

1 473

992

IN EUR THOUSANDS

HOLDING
AND ELIM. 2

GROUP

Operating revenue
Revenue from sales to
external customers
Revenue from transactions
with other segments

–71 123 570
–6 583

–

–6 654 123 570
–367

Financial result

3 569
–1 637

Group profit before taxes

1 932

Income tax expenses

–894

NET GROUP PROFIT

1 038

Assets and liabilities
Segment assets

155 868

17 545

8 897

11 524

Segment liabilities

105 626

5 856

4 441

3 258

20 797

668 215 299

20 812 –15 760 124 233

Other segment information
Investments
Property, plant and equipment
Intangible assets

3 989

48

2

–

2 036

411

6 486

191

248

50

–

539

114

1 142

5 289

36

124

69

787

7

6 312

244

128

54

10

231

4

671

Depreciation and amortisation
Property, plant and equipment
Intangible assets
1

2

Operating revenue other brands
Parfums Samouraï
Bentley Fragrances
Parfums Alain Delon
Art & Fragrance Distribution
Art & Fragrance Services
Total operating revenue other brands

5 226
3 364
139
805
6 167
15 701

The “Holding + elim.” segment covers the holding and management companies, and eliminations. The segments
assets mainly include cash and cash equivalents, long-term receivables of the holding and management companies,
and eliminations between the segments. Segment liabilites mainly comprise current liabilities, loans and eliminations.
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SEGMENT REPORTING FOR THE
FINANCIAL YEAR 2015
The table below contains information on the revenues and results, and the assets and liabilities
of the Group’s business segments.
IN EUR THOUSANDS

LALIQUE

ULTRASUN

JAGUAR

GRÈS

OTHER
BRANDS1

85 180

10 580

13 513

7 139

9 968

1 097

–20

48

182

4 455

86 277

10 560

13 561

7 321

14 423

4 168

1 771

3 020

2 073

783

HOLDING
AND ELIM. 2

GROUP

Operating revenue
Revenue from sales to
external customers
Revenue from transactions
with other segments
Total operating revenue
EBIT

122 126 502
–5 762

–

–5 640 126 502
–320

Financial result

11 495
–1 855

Group profit before taxes

9 640

Income tax expenses

–1 153

NET GROUP PROFIT

8 487

Assets and liabilities
Segment assets

163 266

16 613

10 991

12 176

18 297

–21 221 322

Segment liabilities

108 247

4 412

6 503

3 320

18 104

454 141 040

14 752

–

115

138

799

1 377

17 181

706

228

1

10

788

73

1 806

4 936

25

120

27

794

4

5 906

368

15

39

5

56

3

486

Other segment information
Investments
Property, plant and equipment
Intangible assets
Depreciation and amortisation
Property, plant and equipment
Intangible assets
1

2

Operating revenue per perfume brand
Parfums Samouraï
Bentley Fragrances
Art & Fragrance Distribution
Art & Fragrance Services
Total operating revenue other brands

5 275
3 346
880
4 922
14 423

The “Holding + elim.” segment covers the holding and management companies, and eliminations. The segments
assets mainly include cash and cash equivalents, long-term receivables of the holding and management companies,
and eliminations between the segments. Segment liabilites mainly comprise current liabilities, loans and eliminations.
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CONSOLIDATED STATEMENT
OF CHANGES IN EQUITY

IN EUR THOUSANDS

BALANCE AS AT
01.01.15
Consolidated
comprehensive income

SHARE
CAPITAL

CAPITAL
RESERVES

TREASURY
SHARES

OTHER
RESERVES

RETAINED
EARNINGS

TOTAL
EQUITY
BEFORE
MINORITY
INTERESS

816

7 782

–

–1 486

60 483

67 595

NON-CONTROLLING
INTERESTS

TOTAL
EQUITY

2 811

70 406

–

–

–

2 476

8 331

10 807

–124

10 683

816

7 782

–

990

68 814

78 402

2 687

81 089

Change in consolidation
structure

–

–

–

–

13

13

–13

–

Purchase of
treasury shares

Balance 2015

–

–

–807

–

–

–807

–

–807

BALANCE AS AT
31.12.15

816

7 782

–807

990

68 827

77 608

2 674

80 282

BALANCE AS AT
01.01.16

816

7 782

–807

990

68 827

77 608

2 674

80 282

Consolidated
comprehensive income

–

–

–

106

2 238

2 344

–932

1 412

816

7 782

–807

1 096

71 065

79 952

1 742

81 694

Dividend payout

–

–

–

–319

–319

–

–319

Capital reserves

9 347

–

–

–

9 347

–

9 347

Purchase of
treasury shares

–

–111

–

–

–111

–

–111

Sale of treasury shares

–

365

–

90

455

–

455

17 129

–553

1 096

70 836

89 324

1 742

91 066

Balance 2016

BALANCE AS AT
31.12.16

816
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LALIQUE GROUP—MADE BY EXCELLENCE

EXCELLENCE FOR US IS BOTH AN ASPIRATION
AND A PROMISE. IT IS FOUNDED ON THE
CREATIVITY AND EXPERIENCE OF OUR STAFF
AND LONG-STANDING PARTNERSHIPS WITH
RENOWNED SUPPLIERS. WE CONSTANTLY
REINVENT IT BY DEVELOPING UNIQUE PRODUCTS
OF UNSURPASSED QUALITY. IT IS UNDERPINNED
BY A WELL-STRUCTURED DISTRIBUTION
STRATEGY AND EXPRESSED IN THE WAY WE
COMMUNICATE. WE STRIVE TO ACHIEVE OUR
GOALS WITH ENTHUSIASM AND COMMITMENT,
DRIVEN BY THE AMBITION TO BE A RELIABLE
AND EFFICIENT PARTNER AND AN EXEMPLARY
COMPANY IN EVERYTHING WE DO.

CAUTIONARY STATEMENT REGARDING FORWARD-LOOKING STATEMENTS
This report contains forward-looking statements based on current assumptions and projections made by management.
Such statements are subject to known and unknown risks, uncertainties and other factors which may cause the actual results
and performance of the Lalique Group to differ from those expressed in, implied or projected by the forward-looking
information and statements. The information published in this report is provided by Lalique Group SA and corresponds to the
status as of the date of publication of this report.
Disclaimer
Lalique Group publishes an electronic version of the Financial Report in German and English (legally binding)
and prints a Summary Report in English.

Lalique Group
Grubenstrasse 18
CH-8045 Zurich
Switzerland
Tel. +41 43 499 45 00
Fax +41 43 499 45 01
info@lalique-group.com
www.lalique-group.com

